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Abstract 
This paper presents the results of a research investigating the attitudes of businesses towards 
Corporate Social responsibility (CSR) and the CSR practices in businesses. The paper is 
based on data collected through in-depth interviews of senior level managers of 11 large 
businesses operating in Bangladesh. The findings demonstrates that although businesses are, 
to a different degree, aware of the concept of CSR and that they have a positive attitude to 
engage in CSR with an intention to contribute to addressing wider social and community 
needs; the CSR practices are seldom integrated into business strategies. The findings of the 
paper have some important implications for businesses and organizations working to promote 
CSR among businesses in developing countries. 
 
 
Introduction and Background 
The governments, development organizations, media and academia world-wide have called 
businesses for greater integration of corporate social responsibility (CSR) and to engage in 
activities that may address wider social, community and environmental issues (Ite 2004; 
Fombrun and Foss 2004; He, Engle, Nehrt, Sadrieh 2006). The corporate world has 
responded to this call and a large number of them are currently engaged in serious effort to 
define and integrate CSR into all aspects of their businesses and reporting their social and 
environmental performance (Ogrizek, 2002; Perrini 2006).  
 
Despite the continuing debates over what role the businesses should perform in society, the 
view that businesses take a broader responsibility than economic alone has received wider 
support in a number of forms.  Firstly, CSR is considered as an important contributor of 
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sustainable business development (WBCSD 2002). Secondly, it is seen as a necessary 
attribute of a modern business enterprise. For example, Knox, Maklan and French (2005) 
view that ‘Corporate Social Responsibility is something that every board must now address 
in some form’ (p.8). Finally, many authors often assert that both large as well as small 
business businesses should integrate CSR in their businesses for no other reason but for the 
contributions that CSR investment may make to attain improved economic performance 
(Smith and Langford 2009).  
 
CSR has become a popular topic of interest among researchers, practitioners and policy 
making bodies over the last few years. It indeed received increased attention when the media 
published a series of scandals of corporate frauds in early 2000 (Economist 2002). CSR has 
emerged as an important concept and research topic in academic literatures which has 
particularly gathered momentum over the past few years (de Bakker, Groenewegen and  
Hond 2005).   
 
Unlike Western world, academic research in CSR has been inadequate in developing 
countries (Nwankwo, Nelson and Tracey 2006; Belal and Owen 2007). Although researchers 
have now recognized the importance of ethics and corporate social responsibility in business 
enterprises in developing countries, there has particularly been a lack of academic research 
on how they define and view CSR and how such enterprises engage in CSR activities. This 
paper makes an attempt to fill this knowledge gap. In particular, it aims to explore the 
attitudes of businesses towards corporate social responsibility, the meaning that they offer to 
CSR and their practice of CSR. 
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Methodology 
Being the exploratory nature of this study, the data were collected through in-depth 
interviews of senior level managers of 11 large businesses operating in Bangladesh. A largely 
open-ended questionnaire was used for data collection but the communication with a number 
of businesses was continued after the interview was completed to elaborate on some of the 
earlier responses to the interviews. The businesses studied represented pharmaceutical, 
chemical, tobacco, food and fast-moving consumer goods (FMCG) industries. As these 
industries have closer links to communities and particularly to environment, for example the 
tobacco industry uses lands to grow tobacco leaf, they are often blamed for damaging 
environment. It is expected that firms operating in such industries actively engage in CSR 
activities. The 11 companies for the research were selected for the reasons that they were 
interested in the subject, were familiar with the idea of CSR to some extent and provided rich 
information on the topic. 
 
Findings 
Meaning of CSR 
All of the respondents were able to provide an elaboration of the concept of CSR as well as 
shed light on what are excluded from it. Almost all of the respondents view CSR as the 
businesses’ commitment to employees, community, disadvantaged and the environment. The 
commonly offered meaning of CSR included community development and ‘giving back to 
community’. A philanthropic contribution in the form of building community organizations 
as well as addressing the poverty was often viewed as CSR. In addition, the respondents also 
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identified that providing beneficial products and services to customers and community is also 
a major aspect of CSR. 
 
Although there was a general recognition of the importance of environmental sustainability 
among the companies studied, environmental wellbeing was rarely mentioned in defining the 
term CSR. Two of the respondents, however, indicated environmental responsibility as the 
key element of CSR. The environmental sustainability was considered to be of utmost 
importance by tobacco business.  
 
Even though consumer welfare, ethical business practice and disclosures to shareholders 
were frequently mentioned as CSR; contribution in the form of sponsoring public program, 
and financial responsibilities to shareholder were not viewed as CSR by the respondents. 
This contradicts with the popular notion of CSR (e.g., Carroll 1979; Carroll 1991) which 
argues that corporate social responsibilities includes four elements such as economic 
(maximizing profit and maintaining a strong competitive position), legal (complying with 
law and regulation), ethical (reflect societal standards, expectations and norms that have not 
been specifically legislated) and philanthropic (encompass actions that are response to 
society’s expectations that businesses be good corporate citizens). 
 
Attitudes to CSR 
The respondents were asked to indicate their views on a number of value judgment 
statements on a scale ranging from “strongly agree” to “strongly disagree” to explore their 
attitudes to CSR activities. The data on attitudes to CSR is presented in Table 1.  While some 
 6
of the respondents identified CSR as a public relation exercise or an unnecessary obligation; 
almost all of the respondents recognised the importance of CSR in business and they viewed 
that businesses can gain competitive advantages by engaging themselves in CSR activities. 
This was reflected in one of the companies philosophy, “success and responsibility go 
together” The respondents view that businesses should increase their CSR practices and that 
they can engage in CSR activities without incurring much additional costs.  
 
TABLE 1 
Attitudes of Businesses to CSR 
 
Value Judgment Statements  Agree 
(No.of 
Businesses) 
Disagree 
(No. of 
Businesses) 
CSR adds  value to organization  11 - 
Businesses need to engage in more CSR activities  11 - 
CSR offers long-term benefits to the organization  10 - 
CSR can be integrated at almost no additional cost  10 - 
CSR enhances competitive advantages  10 - 
CSR is a Public Relation Exercise  5 6 
CSR should be publicized  2 9 
Government should ask businesses to engage in CSR   7 4 
 
 
CSR Practices  
The respondents were asked to indicate the CSR activities that their organizations were 
engaged in. All of the firms regardless of the sector believed that they engage in CSR 
generally by contributing to poverty alleviation through employment generation, supporting 
community organizations and helping victims of natural calamities. The community, 
employees and environment were considered as major stakeholders of their CSR initiatives, 
although the importance placed to different stakeholders varied between companies. The 
common types of CSR activities found among the enterprises investigated include charitable 
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donations to community organizations such as schools, charitable institutions, helping flood 
and cyclone victims, sponsoring social events and employee benefits and welfare programs.  
 
 
TABLE 2 
CSR Activities  
 
Customers/ Supply chain 
Healthcare programs for raw materials suppliers 
ISO 9001 Quality standard 
 
Employees 
Occupation health and safety policy 
Offering good physical work environment 
 
Community 
Donating money to cyclone centers and school 
Healthcare assistance to poor people 
Donation to relief fund 
Distribution of vegetable seeds to poor people for free 
Free IT training to rural poor people 
Support to the victims of natural calamities  
Donating money and medicine to help implement health related programs of others 
Health nutrition program 
Rehabilitation of victims of natural calamities  
Arsenic free drinking water for rural poor 
Urban vocational training 
 
Environment 
Cleanliness drive in neighborhood 
City beautification program 
Afforestation program 
Reduction in use of harmful chemical 
 
 
 
Interestingly, although the respondents did not view sponsoring public program’ as CSR 
activity, almost all of the enterprises, in practice, supported many of such events as part of 
their CSR initiatives. The main drivers of CSR practices were the enterprises themselves. All 
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of the respondents indicated that they adopted CSR into their business without any pressures 
from any competitors. Almost all of the respondents also indicated that there was no pressure 
from government, customers and employees to engage in CSR activities. Further, although 
the businesses commitment to CSR was observed in their HR and marketing policies, no 
active effort was made to embed such practices in their strategies and business process. For 
example, no business was found to offer product or services that incorporated the elements of 
commercial as well as community and environmental benefits. The CSR approach in almost 
all the cases followed was rather more ‘ad hoc’ and reactive than proactive.  
 
 
 
Conclusion 
This paper presents the results of a research investigating the attitudes of businesses towards 
Corporate Social responsibility (CSR) and the CSR practices in businesses. The study has 
revealed that although businesses are, to a different degree, aware of the concept of CSR and 
that they have a positive attitude to engage in CSR initiatives to address wider social and 
community needs; the CSR practices of the businesses, however, are ad hoc and seldom 
integrated into their business strategies. Thus, whilst there is recognition among senior level 
management that CSR contributes to the sustainable development of business, society and 
environment; the impact of larger segment of CSR initiatives, as they are mostly 
philanthropic donations, is short-lived only.  
 
The findings of this study have contributed to the stock of knowledge in CSR literature by 
presenting data from a developing country. The findings have some important implications 
for managers and others who are working for the promotion of CSR among businesses. The 
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findings suggest that businesses may not contribute adequately to the attainment of goal of 
sustainable development if they are ignorant of integrating CSR practices into their business 
strategies and to design such CSR activities that will have positive longer term impact on 
society, community and environment. In this respect, it is not an issue of how much resource 
the businesses are investing in CSR activities, but how the investment is targeted to integrate 
CSR in the core business process and strategies, thereby treating CSR as part of ‘business as 
usual’. By doing this, businesses will be able to effectively contribute to the sustainable 
development of community/society and environment regardless of its ups and downs in 
performance. If CSR is based on ‘philanthropy’ principle only, it is more likely to 
discontinue in conditions of poor economic performance of business.  
 
Organizations that are working to promote CSR should therefore focus more on enhancing 
the top level managers’ awareness and interest in integrating CSR in the core business 
process and strategies through offering technical support, presenting successful cases and 
facilitating their network with CSR champion businesses. This study is confined to 
businesses in Bangladesh. Studying these research issues in other countries would be an 
interesting extension of this study which might help to contribute to more generalised 
findings. 
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